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Objectives  
 
The main objective of this study was to find out whether parasocial interaction 
experienced with a YouTuber that a person enjoys watching the most, and 
perceived credibility of that person influences buyer behavior. The objectives 
also included exploring the relationship between parasocial interaction and 
credibility. Other researchers have studied these two concepts separately, but 
not how they affect buyer behavior together. 
 
Summary  
 
This research was conducted through a quantitative study, where people who 
had attended a YouTube event called VidCon, or were otherwise interested in 
YouTube, responded to an online survey. Based on previous research, it was 
predicted that parasocial interaction and credibility affect buyer behavior 
positively. However, this study found that these two factors do not affect buyer 
behavior to an extent that would be statistically significant. It was also 
discovered that there is a correlation between parasocial interaction and 
credibility, but based on this research it cannot be determined which affects 
which.  
 
Conclusions 
           
In addition to parasocial interaction and credibility, there are a lot of other 
factors that contribute to viewers’ buying decisions. For example, viewers 
might want to buy products in order to interact with their favorite YouTubers, 
support their partnerships, or simply because they like the products. It was 
also discovered that younger people experience more PSI, which is why 
companies need to be careful and use influencer marketing in an ethical way. 
 
 
Key words: influencer marketing, YouTube, parasocial interaction, social 
media 
 
Language: English 
 
Grade:  
 
  
 
 
AALTO UNIVERSITY SCHOOL OF BUSINESS 
Bachelor´s Program in International Business 
Mikkeli Campus 
 TABLE OF CONTENTS 
Bachelor’s Thesis 
  
 
 
COVER PAGE 
TITLE PAGE 
ABSTRACT 
TABLE OF CONTENTS 
 
1. INTRODUCTION      1 
1.1. Background      1 
1.2. Research Problem     2 
1.3. Research Objectives     2 
1.4. Research Questions     2 
2. LITERATURE REVIEW     3 
2.1. Introduction      3 
2.2. YouTube      3 
2.3. Word-of-Mouth     4 
2.3.1. Credibility of WOM     5 
2.4. Consumer-Generated Advertising    7 
2.4.1. Quality and Credibility of CGA    7 
2.4.2. Identification with the Creator    7 
2.4.3. Viewer Engagement     8 
2.4.4. Motives of the Creator     9 
2.4.5. CGA and Brands     9 
2.5. Influencer Marketing     10 
2.5.1. Congruence     13 
2.5.2. Credibility of Influencer Marketing    13 
2.6. Parasocial Interaction     14 
2.7. Conceptual Framework     17 
3. DATA AND METHODOLOGY     19 
3.1. Study Design      19 
3.2. Data Collection     20 
4. DATA ANALYSIS AND FINDINGS    22 
  
 
4.1. Demographics     22 
4.2. Behavior on YouTube     23 
4.2.1. Favorite Creators and Types of Videos Watched  23 
4.2.2. Number of Subscriptions and Hours Spent on YouTube  25 
4.3. Reliability of Scales     26 
4.4. Addressing the Research Questions    28 
4.5. Main Findings      30 
5. DISCUSSION AND CONCLUSIONS    35 
5.1. Limitations      37 
5.2. Practical Implications for Companies    39 
5.3. Suggestions for Further Research    39 
 
REFERENCES 
APPENDICES 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1 
 
1. INTRODUCTION 
 
1.1. Background  
 
The internet and especially social media have developed remarkably in the recent years. 
This has provided companies with multiple new ways in which they can advertise their 
products online. Even though influencer marketing is not a new concept, it has still been 
impacted by the developments in digital marketing. For example, nowadays influencers on 
different platforms work together with brands to advertise products to their audiences. This 
has also been done on YouTube (Xiao et al., 2018).  
 
When people first made videos on YouTube after its launch, there was no money involved 
in the process. However, now that the platform is increasingly popular, it has simultaneously 
become more monetized, which has enabled some creators to become millionaires. The 
possibility of allowing YouTube to place advertisements on videos and the creators being 
able to advertise products themselves has made creating videos a career for many, while it 
has also increased the opportunities for brands to make their products or services visible for 
large audiences.  
 
The effects of YouTube videos, however, do not reach merely the creators and the 
companies. It is clear that YouTube could not work without the millions of viewers. These 
people are really affected by their favorite YouTubers, with whom they share a very complex 
relationship. The opportunities that arise from these three stakeholders’ actions are 
astounding, which is why the aspects that make influencer marketing on YouTube effective 
should be further explored. The focus of this thesis will especially be on the effects of 
credibility and parasocial interaction.  
 
After the introduction of this thesis, the previous literature on the topic will be discussed in 
the form of a literature review. Then, the methodology of the research conducted will be 
introduced, including survey design and information on data collection. Lastly, the results of 
the study will be analyzed and discussed, alongside implications for companies and 
suggestions for further research. 
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1.2. Research Problem 
 
For both consumers and companies, it is important to know what elements affect consumers 
and their behavior. Perceived credibility and parasocial interaction have both been 
recognized as factors that affect consumers’ buying decisions, but their effects together 
have not been addressed. Thus, this thesis aims to discover how these concepts work 
together to impact consumers’ buyer behavior.  
 
 
1.3. Research Objectives 
 
The focus of this thesis is on finding out whether PSI experienced with the YouTuber a 
person enjoys watching the most, and the perceived credibility of that person influences 
buyer behavior. This research question is addressed as “RQ”. The relationship between 
credibility and PSI will also be explored. In addition, the impact of other elements, for 
example individual factors of credibility and behavior on YouTube, will be studied. However, 
these are not addressed in the research questions, but they are included in the hypotheses. 
The aim of the other research questions than “RQ” is to build background for the rest of the 
research, instead of being the actual main questions answered by this study.  
 
 
1.4. Research Questions 
 
RQ: Does PSI with a creator and positive perceptions of their credibility 
influence buyer behavior of the viewer? 
RQ1: What do people think of their favorite creator in terms of credibility? 
RQ2: How much PSI do people experience with their favorite creator? 
RQ3: Do certain video categories generate more PSI than others? 
RQ4: Do viewers spend money only on their favorite YouTubers, or do they 
buy products recommended by creators that they do not consider to be in their 
top 3? 
RQ5: Do younger people experience more PSI? 
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2. LITERATURE REVIEW 
 
2.1. Introduction 
 
The purpose of this literature review is to explore the concepts related to influencer 
marketing and parasocial interaction on YouTube. Word-of-mouth and consumer-generated 
advertising are present when consumers are making buying decisions (Petrescu et al., 
2018), which is why these two topics will also be discussed. In addition, this literature review 
will delve into the factors that affect credibility of the creators of YouTube content. Lastly, 
the conceptual framework will be introduced. 
 
 
2.2. YouTube 
 
YouTube is a social media platform launched in 2005, which is focused on the sharing of 
videos (Burgess & Green, 2018). In addition to being able to upload content, people can 
subscribe to creators they enjoy watching, comment on their videos and interact with them.  
 
There were almost 1.5 billion users in 2017, while the most popular channels have recently 
gathered even 2.9 billion views a month (www.statista.com). Due to the popularity of the 
website and it being bought by Google, YouTube has been described as having 
“professionally generated videos in an ad-friendly environment” (Kim, 2012, p. 56). 
However, even though the content is generated more professionally than before, it still 
remains as a platform for ordinary consumers to share content. 
 
There are two fundamental manners in which companies can advertise their products on 
YouTube. Firstly, the creator can enable monetization on their account, which allows 
YouTube to allocate advertisements on the channel (creatoracademy.youtube.com). To be 
able to enable monetization, the YouTuber needs to have 1,000 subscribers, and have 4,000 
hours of “watch time” in the past year (Palladino, 2018). If the channel fulfils these 
requirements, advertisements will be located on the screen around the video, or play before, 
in the middle, or at the end of a video. However, the advertisement is not part of the actual 
content of the video. The other option for a company is to approach the YouTuber 
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themselves, and for example, send them products they can talk about in a video or propose 
a partnership. Hence, the creators use their own influence to impact their viewers.  
 
 
Figure 1. Advertisements allocated on YouTube depicted by Influencer Marketing Hub.  
 
Traditionally, mainstream celebrities have had influence over teenagers. However, in a 
study conducted by Ault in Variety (2014), YouTubers scored higher than celebrities such 
as Jennifer Lawrence, Daniel Radcliffe and Katy Perry. YouTubers were also perceived as 
more engaging and authentic. Because of YouTubers’ “reputation as reliable endorsers”, 
companies have increasingly started looking for the right influencers to promote their 
products (Schwemmer & Ziewiecki, 2018).  
 
 
2.3. Word-of-Mouth 
 
The importance of customer-to-customer (C2C) interactions, such as word-of-mouth 
(WOM), has significantly increased in the recent decades. This development is due to three 
factors: customers being connected through the internet, the exposure of managers and 
academics to “comprehensive C2C information” and focusing on customer engagement 
(Libai et al., 2010, p. 267).  
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WOM marketing is particularly thriving on the internet, because of the multiple platforms that 
can be used by consumers to express their opinions (Trusov et al., 2009). The increasing 
popularity among these platforms, for example social media channels, has led to the 
introduction of a newer term, electronic word-of-mouth (eWOM). According to Cheung & 
Thadani (2010), WOM and eWOM differ in, for example, the speed of spreading the 
information, how accessible the information is, and the familiarity of the sender. WOM can 
only be transferred to a limited number of people at once, and accessing the information 
after the interaction is only possible via memory or possible recordings. On the other hand, 
eWOM is accessible after the initial interaction, and it can reach significantly more people at 
once than traditional WOM can. In addition, in WOM the receiver knows the sender, and 
thus will know the credibility of the sender (Cheung & Thadani, 2010). In eWOM, the receiver 
has to judge whether or not they can trust the sender.  
 
 
2.3.1. Credibility of WOM 
 
In fact, different researches (Yoon et al., 1998, Smith et al., 2005, Dou et al., 2012), have 
addressed the importance of expertise and trustworthiness in judging credibility. Expertise 
in this context means “the perceived ability of a source to make valid assertions about the 
issue at hand” (Yoon et al., 1998, p. 156). On the other hand, trustworthiness “has been 
conceptualized as the perceived willingness of the source to make valid assertions” (p. 156). 
A vast amount of research in the field of WOM has acknowledged the different aspects of 
credibility, especially trustworthiness and expertise (Cheung & Thadani, 2010; Lim & Chung, 
2014; Yoon et al., 1998). In research, the credibility of WOM has often been measured by 
conducting experiments (Lim & Chung, 2014; Yoon et al., 1998). The experiments usually 
include manipulation of one element, and one or more groups of participants are studied. 
On the other hand, credibility of WOM has also been measured by using Likert scales in 
surveys, where respondents have to rate certain items with endpoints of strongly disagree 
and strongly agree. For example, credibility of WOM can be assessed through evaluating 
the perceived trustworthiness and expertise, so the items could include “I think this person 
is knowledgeable” or “I trust this person”.  
 
In a research about brand familiarity, Lim & Chung (2014) found that “consumers may rely 
on the expertise of the WOM sender to evaluate unfamiliar brands, but not familiar brands” 
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(p. 47). In addition, they specified that expertise, as mentioned by Yoon et al. (1998), is an 
important factor to consider when marketing the products of unfamiliar brands. However, 
the research cannot be generalized to the online environment. This research gap was 
covered by Xiao et al. (2018), who found that trustworthiness is the most important 
component when assessing the credibility of YouTube creators. It has been mentioned in 
other studies that these creators are perceived as more trustworthy than experts, but the 
creators also have less expertise than them (Lee et al., 2017).  
 
Trustworthiness being the most important factor of credibility is a key part of making the 
WOM communications sent by these creators effective. The advertising deals that 
YouTubers are offered by companies can be related to the content on the YouTuber’s 
channel. For example, makeup related channels often pursue partnerships with makeup 
companies, even if they do not have the qualifications of a professional. Thus, they do not 
have the expertise, but they base their credibility on trustworthiness. If the creator breaks 
their viewers’ trust by promoting products that do not fill the appropriate expectations, their 
viewers might stop buying the products the YouTuber advertises, or even unsubscribe from 
their channel. This impacts the creator’s ability to make ad revenue, which puts pressure on 
the creator to consider what kind of WOM they wish to spread. 
 
However, Xiao et al. (2018) also suggest that expertise, likeability and homophily might be 
more evident as sources of credibility in studies conducted with a different focus. This would 
mean that trustworthiness alone is not enough from the YouTuber to create effective WOM. 
These factors of credibility are very similar to the factors of effectiveness of consumer-
generated advertising introduced by Lawrence et al. (2013) in the next section of this paper. 
This could suggest that credibility in WOM communication may lead to effectiveness of 
consumer-generated advertising. 
 
However, some studies propose that the credibility of the source is unimportant, and that 
simply securing a peer recommendation is enough to influence consumers (Smith et al., 
2005). The same study mentions that the credibility of the recommender affects the amount 
of research done individually by the consumer.  
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2.4. Consumer-Generated Advertising 
 
Ertimur & Gilly (2012) describe consumer-generated advertising (CGA) as a concept close 
to WOM, because of the “consumer-to-consumer communications, yet they have the look 
and feel of traditional advertising” (p. 115). In practice, this means advertisements created 
by consumers, for other consumers. There are two kinds of CGA; solicited and unsolicited. 
Solicited CGA is initiated by the companies, while unsolicited CGA is done completely by 
the consumer (Ertimur & Gilly, 2012). On social media, both kinds of CGA are evident.  
 
According to Lawrence et al. (2013), there are four factors contributing to CGA effectiveness, 
which will be discussed in the next sections of this literature review. First, judgement of 
quality and credibility will be looked into. Then, the remaining two factors, identification with 
the ad creator and viewer engagement, will be explored. Effectiveness of CGA is often 
evaluated by measuring these four factors in an experimental manner. CGA is studied in a 
similar way as WOM, as the experiments often include a manipulated element and multiple 
groups of participants. 
 
 
2.4.1. Quality and credibility of CGA 
 
According to multiple studies (Lawrence et al., 2013, Hansen et al. 2014, Lee et al., 2016), 
CGA is perceived more positively than traditional advertisements. For example, CGA is 
considered as better quality than company-created advertisements, and authenticity and 
creativity are seen as important factors (Lawrence et al., 2013).  CGA is perceived to be 
more credible (Lee et al., 2016), and also more authentic compared to advertisements 
created by companies (Ertimur & Gilly, 2012). The actual quality of the CGA does not matter, 
which is beneficial for content creators, since they might not have all the resources needed 
to make content so high in quality that it could compete with company-generated advertising. 
 
 
2.4.2. Identification with the creator 
 
The feeling of the CGA creator being similar to the consumer enhances their influence 
(Ertimur & Gilly, 2012). This could be due to the distance between the creator of the 
8 
 
advertisement and the consumer. Companies may seem like they are not on the same level 
as the consumer, and their opinions might seem biased. In addition, companies often use 
celebrity endorsements in their advertising (Rahman, 2018), but YouTubers are actually 
perceived as more relatable and reliable than traditional celebrities (Ault, 2014). Thus, when 
the advertisement is created by an individual that is deemed as closer to an ordinary 
consumer, it might make the message feel more genuine and trustworthy.  
 
Despite the creator and viewer being more on the same level on YouTube, there still is a 
considerable gap between them. This is due to the YouTuber being able to hide certain 
perspectives of their life and personality (Chen, 2014). This allows them to show the parts 
of their life that are more relatable to the viewer, and thus the feeling of identification can be 
strengthened.  
 
 
2.4.3. Viewer engagement 
 
According to Lawrence et al. (2013), the last of the four factors contributing to CGA 
effectiveness, which is engagement, is present especially on YouTube. The same study 
showed that CGA engages consumers more than advertisements made by companies. It 
was also pointed out that especially the engagement with the creator, for example 
“relationship building” between the creator and the viewer are significant. Consumers want 
to interact with the media personality (Gong & Li, 2017), which is often made possible by 
the creators being present on multiple social media platforms, in addition to YouTube.  
 
However, interacting with fans might not be the only reason why creators are active on 
different sites; it can also attract consumers who are not familiar with their YouTube content. 
For example, YouTubers such as Zoella and Connor Franta frequently interact with their 
viewers on Twitter and Instagram by sending them messages or answering their questions. 
Not only may this enhance the engagement between the viewer and the creator, it also might 
benefit the creator by allowing them to gain a greater following, since people might visit their 
channel after first noticing them on another platform. 
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2.4.4. Motives of the creator 
 
Hansen et al. (2014) suggest that in electronic word-of-mouth, which is what CGA consists 
of, credibility might be decreased due to not knowing details about the creator of the 
advertisement. The consumer often does not know the motives of the creator either. Some 
consumers assume that the motivation for other consumers is intrinsic, while companies 
advertise in order to make profit (Ertimur & Gilly, 2012). For example, it was pointed out that 
some consumers think that the creation of the advert is a consequence of brand loyalty from 
the creator’s side. This view could be strengthened by the fact that YouTubers often have 
long-term partnerships with certain companies, and therefore the same brands might appear 
on the channel multiple times. This could seem like an indication of brand loyalty, even if the 
objective was merely to advertise the products. 
 
However, research shows that consumers care more about the advert coming from another 
consumer, and not about the reason why it was advertised (Lawrence et al., 2013). Thus, 
even if the consumer knew that the creator was advertising something to make profit, it 
would still be better than the company advertising the product themselves. YouTubers often 
inform their viewers that they are advertising a product in many ways. They can, for example, 
mention the partnership in the content of the video, write in the description box that the video 
contains paid for advertorial, or insert a text on the screen saying that part of the video 
contains an advert. Hence, the viewer usually knows when there is an advertisement in the 
video that is made in collaboration with the company. Therefore, it is critical that the 
commercial coming from another consumer is more important than the motives of the 
creator. However, none of the major studies in this field have indicated that awareness of a 
CGA creator advertising a product or a brand for a financial gain has an effect on the public’s 
opinions. Thus, it is not certain whether or not the consumer’s knowledge of the motive 
makes the message less effective.  
 
 
2.4.5. CGA and brands 
 
Hansen et al. (2014) found that CGA can make the consumer have a positive attitude about 
an advert, but this positive attitude will not change their attitude about the brand. 
Furthermore, it is unlikely for the consumer to be influenced by being exposed to the 
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message just once. It was also suggested that alongside exposure to the advert, other 
factors, such as brand familiarity, affects the attitude towards the brand. This is aligned with 
previous research, which found differences in the effectiveness of word-of-mouth depending 
on the familiarity of the brand (Lim & Chung, 2014). It could be concluded that even though 
it has been said that CGA does not enhance the consumer’s attitude about a brand, this is 
highly dependent on other factors, such as exposure and familiarity with the brand. Thus, it 
does not mean that it is impossible to enhance brand attitudes with CGA. 
 
 
2.5. Influencer Marketing 
 
Influencer marketing is essentially eWOM that contains an advertising message, 
communicated from a person with higher status to a person they wish to influence. Influencer 
marketing could also be considered as CGA, since on YouTube, for example, the 
advertisements are embedded in the videos that are created by other consumers. It has also 
been defined as offering incentives to people with the “credibility, following and motivation 
to drive positive word-of-mouth” (Petrescu et al., 2018, p. 288). In addition, influencer 
marketing has been characterized as a type of product placement (Audrezet et al. 2018). 
This is present on YouTube in the form of hauls and lookbooks, for instance (Schwemmer 
& Ziewiecki, 2018). It could be said that influencer marketing is a significant phenomenon 
on YouTube, since according to a survey conducted at the end of 2018, around 54% of 
respondents said watching YouTube was “important for helping them make purchasing 
decisions” (Smith et al, 2018). In addition, it was stated that 19% of adult respondents who 
use YouTube in the U.S. think that YouTube “is very important when it comes to deciding 
whether to buy a particular product or not.” 
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Figure 2. Picture of a haul video made by Sarah Rae Vargas in 2018. In a haul video, the 
creator has bought several items of clothing or other products, and presents them to the 
viewers. The products can be either from multiple different stores, or just one. 
 
Figure 3. Picture of a lookbook created by Zoella (Zoe Sugg) in 2016. Lookbook videos are 
less practical than hauls. The videos often have background music playing with no 
voiceovers, and the focus is in showing how the products look on, while the brands and 
prices might only be mentioned in the description box.  
12 
 
Sometimes the brands do not need to contact the creators themselves. Even though some 
product reviews might be encouraged by companies by, for example, sending the YouTuber 
products so that they could talk about them in a video, some might also be completely 
initiated by the creator (Petrescu et al, 2018). For instance, YouTubers might just talk about 
certain products without having a deal with a company. Thus, when YouTube creators 
advertise products, it might not always seem like an advertisement. This could be one of the 
reasons why influencer marketing on YouTube is so effective. In addition, creators frequently 
advertise products, even when a company has not reached out to them in order to 
collaborate. Thus, it is difficult for consumers to differentiate between genuine 
recommendations and advertisements (Schwemmer & Ziewiecki, 2018). 
 
There are many ways in which products can be mentioned discreetly, for example, in vlogs 
where people show what they do on a typical day. A vlog, which is short for video blog, is a 
social media post in the form of a video. By vlogging, people usually mean making several 
videos on YouTube about different topics.  As a result of the creator being able to show their 
life to the viewers, the line between recommendations and adverts is thin. When a product 
is commented on in a video, it does not necessarily mean that the creator has an external 
motive to promote it, since it could be merely a recommendation instead of an advert. 
Conversely, some adverts might seem like recommendations, which is beneficial for brands, 
since peer recommendations are perceived more positively than sponsored advertisements 
(Smith et al., 2005). Product reviewers are also trusted more, when they are ordinary people, 
instead of the producer of the product (Dou et al., 2012). This is why the concept of 
advertising on YouTube is not completely straight-forward. In this literature review, 
influencer marketing on YouTube refers to the advertising of products initiated either by the 
creator themselves, or the company.  
 
On YouTube, influencers are the people who create videos that their subscribers frequently 
watch (Xiao et al. 2018). Thus, company-created videos are not considered as influencer 
marketing. However, working with influencers can have its challenges. For example, both 
the brand and the influencer seek for authenticity and trustworthiness from the other party 
(Petrescu et al., 2018). In addition, it can be challenging for brands to find and recruit suitable 
influencers. This is why companies should have some way to find the best influencers to 
market their products. The criteria for choosing the creator could include congruence with 
the product and credibility. 
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2.5.1. Congruence 
 
An important part of the effectiveness of celebrity endorsements, congruence, could also be 
significant in influencer marketing. Congruence means that “the highly relevant 
characteristics of the spokesperson are consistent with the highly relevant attributes of the 
brand” (Misra & Beatty, 1990, p. 161). It has been found that congruence influences the 
consumers’ “attitude toward the ads, attitude toward the brand and purchase intention” (Um, 
2017, p. 755). This suggests that congruence between the creator and the product or the 
brand can also have a significant effect. In fact, plenty of YouTubers try their best to only 
advertise products that are congruent with their personal brand. For example, beauty 
vloggers predominantly partner with beauty or lifestyle brands, whereas this might not be a 
suitable course of action for creators who specialize in gaming. Advertising products that 
are not related to the creator might raise consumers’ doubts about the motivations behind 
the advert. In addition, since consumers might watch a certain YouTuber because they feel 
like they are similar to them, it is more beneficial to advertise products that are congruent 
with the creator. This might enhance the possibility of the viewer also buying the product.  
 
 
2.5.2. Credibility in Influencer Marketing 
 
In a study about influencer marketing, it was found that in addition to expertise, 
trustworthiness and homophily affecting credibility, there are also other important factors, 
such as “social advocacy, interactivity … argument quality and involvement” (Xiao et al. 
2018). Even though the study suggests that likability could affect credibility more if the study 
had a different focus, it eventually concludes that there is no link between likability and 
perceived credibility, at least on YouTube. However, it was also mentioned that the most 
important source of credibility might differ depending on the type of the YouTube video.  
 
It could be concluded that the qualities leading to credibility are very similar in WOM, CGA 
and influencer marketing. The main factors of credibility that repeatedly appear in different 
studies are trustworthiness and expertise, but especially in the online environment also 
homophily and engagement are present. Thus, in assessing the credibility of a creator in 
general, these four are important to take into account. This should be considered by 
companies while choosing which influencers to work with, since the more credible the 
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influencer is, the more likely it is for the “positive brand message” to be accepted by the 
consumers (Munnukka et al., 2019, p. 232).  
 
 
2.6. Parasocial Interaction 
 
Parasocial interaction (PSI) refers to the most often one-sided interaction between a 
member of an audience and a celebrity, comedian, character, presenter, media personality 
et cetera, where the viewer feels a connection to the person that is not far from having a real 
relationship with them (Giles, 2002; Ballantine & Martin, 2005; Kim et al., 2018). Because 
people evaluate celebrities using the same criteria that they use to evaluate people in real 
life, the relationships that emerge from PSI may feel like real life friendships (Giles, 2002). 
In research, PSI is often measured with scales that explore, for example, how much the 
person thinks about the media personality, tries to interact with them or follows their life 
(Bocarnea & Brown, 2007). The scales usually include around 20 items that are measured 
on a five point Likert scale, with endpoints of strongly disagree and strongly agree. 
 
People feel closer friendships with people in the digital world than traditional celebrities, 
because they seem more similar to them (Hwang & Zhang, 2018). However, in order to 
experience strong PSI, the person needs to be exposed to the media personality multiple 
times (Ballantine & Martin, 2005). This effect is indirect, since being exposed to the person 
affects PSI through “increased attributional confidence” (Perse & Rubin, 1989, p. 74).  
 
Being able to relate to the media personality and feeling similar to them, and thus forming 
friendships, in other words homophily, is prevalent in parasocial relationships (Ballantine & 
Martin, 2005; Lee & Watkins, 2016) It has been found that homophily and social 
attractiveness have a stronger influence on PSI than physical attractiveness (Lee & Watkins, 
2016). The importance of homophily in PSI may be significant because of homophily being 
connected to the credibility of CGA (Lawrence et al., 2013), since considering the celebrity 
credible might increase the level of PSI experienced. Seeking homophily can also lead to 
people buying products to be like the media personality. For example, in the study by Lee & 
Watkins (2016), it was found that seeking homophily and having a high level of PSI made 
people more likely to buy luxury products. 
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Another study has revealed that YouTubers making their viewers feel better about 
themselves when they purchase products that the creator enjoys and viewers buying 
products because they think the creator will “provide something or do something for the 
viewers in return” positively influences PSI (Kim et al., 2018, p. 5). The thing provided in 
return could be, for example, the creator noticing the viewer in the comment section, or 
messaging them. This interaction can make the viewer feel even more connected to the 
media persona. The first finding, on the other hand, could be related to homophily, since it 
is a noticeable component contributing to PSI. When a viewer purchases a product that a 
YouTuber uses, they might feel closer to the creator, which then makes them feel more 
content with themselves.  
 
Rubin et al. (1985) explain PSI as “interpersonal involvement of the media user with what 
he or she consumes” (p. 156). This interpersonal involvement has many forms, for example 
considering the persona as your friend, imagining being a part of their world, wanting to 
meet the person in real life and wanting advice. These characteristics of involvement are 
often provided by YouTubers to their viewers. For instance, the creators let the viewer into 
their life by capturing what they do every day. In a study about the way in which YouTubers 
create parasocial interaction with their viewers, it was found that vlogging is the video genre 
capable of generating the most PSI with the viewers (Ferchaud et al., 2018).  In addition, 
creators like Tyler Oakley and Ricky Dillon make videos where they give their fans advice, 
and attend events where the viewers can meet them. By doing this, the creators from their 
end can enhance the parasocial interaction experienced by the viewer, which can 
sometimes turn into real life interaction with the creator. However, contrary to a popular 
belief, the willingness of young people to engage with the creator does not stem from 
loneliness, since it does not positively influence PSI (Hwang & Zhang, 2018).  
 
Interactivity and openness can also enhance PSI (Labrecque, 2014). In addition, audience 
participation has been found to enhance both PSI and the creator’s credibility (Munnukka et 
al., 2019). For example, YouTubers replying to viewers’ comments quickly and addressing 
them by name was mentioned as factors contributing to the perceived interactivity, but could 
also be considered as fostering audience participation. Openness, on the other hand, refers 
to the creator “sharing seemingly personal details, and establishing feelings of a one-to-one 
relationship” (Labrecque, 2014, p. 143). All YouTubers might not be able to provide both 
interactivity and openness, but it is a great advantage to those who can. Creators with a 
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small following might answer to comments quicker than ones with a big following, since they 
do not have as much people visiting their channel. Furthermore, small creators might feel 
more willing to share personal information, because there are not as many listeners. Thus, 
YouTubers with a smaller following should not be completely overlooked when looking for 
influencers to advertise products, since they might have plenty of loyal fans willing to listen 
to them. However, even if the creator with the bigger following is unable to interact with all 
of their viewers, as long as the “feeling of reciprocity and involvement” exists, the 
effectiveness of the advertisement will be enhanced (Munnukka et al., 2019, p. 232). 
 
In addition to the abstract side of PSI being studied, also the physical ways in which PSI 
could be enhanced have been explored. For example, Ferchaud et al. (2018) found that the 
setting of the videos and camera angle do not affect perceived authenticity and realism, 
which could then have enhanced parasocial relationships. However, it was also discovered 
that the creator showing their face on camera correlates with PSI. Thus, alongside altering 
the content of the video to create PSI, the YouTuber can change the way the video is filmed 
to encourage the forming of parasocial relationships. This is useful knowledge to the 
companies engaging in influencer marketing, since they could, for example, collaborate with 
the content creators who have the best chance of having loyal fans.  
 
There is also an economic perspective to PSI, especially in the digital world. PSI has a 
positive impact on “followers’ purchasing and eWOM intentions” (Hwang & Zhang 2018, p. 
164). In addition, a study has found that CGA enhances the attitudes about an advert, but it 
will not transfer to the brand (Hansen et al., 2014). However, Lee & Watkins (2016) found 
that PSI with a vlogger enhanced the consumers’ perception of the brand. Similarly, 
Labrecque (2014) found that PSI increases “feelings of loyalty intentions and willingness to 
provide information to the brand” (p. 134). Thus, advertisements created by YouTube stars 
can enhance viewers’ attitudes towards a specific product in the advert, and when parasocial 
interaction exists between the consumer and the YouTuber, the consumer will also view the 
brand more positively. However, there are differences between brands. Similar to 
consumers relying on the expertise of a person when judging unfamiliar brands instead of 
familiar ones (Lim & Chung, 2014), perceptions of luxury products will also change more 
significantly after viewing a vlog discussing a certain product, when the brand is more 
unfamiliar (Lee & Watkins, 2016).  
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Based on the studies about credibility in an online environment, four main categories were 
identified; expertise, trustworthiness, homophily and engagement. However, when 
parasocial interaction is taken into account, it could be said that the two most relevant 
sources of credibility should be homophily and engagement.  
 
 
2.7. Conceptual Framework 
 
The conceptual framework below (Figure 4) examines the relationships between 
characteristics of credibility depicted as circles in the middle of the framework, PSI and buyer 
behavior. This conceptual framework aims to illustrate how PSI and credibility can affect 
buyer behavior together, and how PSI can also work as an individual factor. 
 
 
 
Figure 4. Conceptual framework of credibility, PSI and buyer behavior.  
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Based on previous studies in the field of influencer marketing and PSI, the hypotheses are 
the following:  
 
H1: The more a person watches a certain YouTuber, the stronger they experience 
PSI with them.  
H2: When perceived credibility of a YouTuber increases, the stronger the PSI 
between the viewer and the creator grows. 
H3: If the perceived credibility and PSI levels are high, the purchase intentions of the 
viewer strengthen.  
H4: The more parasocial interaction between the viewer and the YouTuber, the more 
money is spent by the viewer. 
H5: The more credible a YouTuber is perceived as, the more money is spent by the 
viewer.  
H6: Paths A and B are stronger than paths C and D.  
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3. DATA AND METHODOLOGY 
 
This research is based on mostly quantitative data that was collected through a survey. The 
full survey will be shown in the Appendix 1. This approach was chosen to ensure the 
timeliness of data collection and to receive answers to specific questions in the same format. 
However, the survey included an optional qualitative section, so that those who wished to 
provide additional comments could do so. In addition, a YouTube creator called Marcus 
Butler (www.youtube.com/user/MarcusButlerTV) with 4.2 million subscribers was briefly 
interviewed in order to receive more information about advertising on YouTube from the 
creator’s perspective. This data will not be analyzed in the “Data Analysis and Findings” 
section, but it will be included in the discussion. The full transcription is in Appendix 2.  
 
 
3.1. Study Design 
 
The questionnaire was made using an online survey tool called Webropol. There were 26 
mandatory questions, and one optional question, where respondents could express their 
opinions on advertising on YouTube in general, if they wished to do so. The questions of the 
survey aimed to measure the behavior of the respondent on YouTube, the level of PSI they 
experience and how credible they perceive their favorite creator to be.  
 
To be able to assess the perceived credibility of the person’s favorite creator, 4 subscales 
of credibility were chosen from the credibility scale introduced by Xiao et al. (2018), which 
consisted of 11 subscales in total. The subscales of choice were trustworthiness, 
engagement, homophily and expertise.   The first two subscales were not modified, except 
for reverse coded items. To avoid repetition, the item “The YouTuber is unlike me” was 
removed from the homophily subscale and “The YouTuber is an expert” was removed from 
the expertise subscale to avoid letting the respondent know the exact factor that is being 
studied. These subscales were chosen because of their connection to PSI. 
 
The PSI scale used is called “Celebrity-Persona Parasocial Interaction Scale”, which was 
created by Bocarnea & Brown (2007). The scale includes 20 items that were all measured 
on a scale from 1 to 5, with endpoints of strongly disagree and strongly agree. Some of the 
20 items were modified to fit the YouTube context of this study. For example, statements 
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such as “I like to watch the persona on television” and “I look forward to seeing them on 
television or in the print media” were altered to “I like to watch their videos” and “I look 
forward to watching their new videos.” In addition, “I have been seeking out information in 
the media to learn more” and “I sometimes go to the Internet to obtain more information 
about them” were merged into one statement; “I have tried to find more information about 
them.” Some statements were deleted for the sake of relevancy to the research and to avoid 
repetition. Such items included “I do not have any feelings about the persona”, “I sometimes 
feel like calling or writing them”, “They understand the kinds of things I want to know” and “I 
sometimes make remarks to them while watching television.” However, one statement of “I 
follow them on different social media sites” was added. After all of the modifications, the 
scale in the survey includes 16 items, 12 of which were exactly the same as in the original 
scale. The full questionnaire can be found in Appendix 1. 
 
 
3.2. Data Collection 
 
There were two ways in which data was collected. Firstly, people who had attended a 
YouTube event called VidCon were contacted on various social media sites, for example 
Twitter and Instagram. People were also approached face-to-face at the event. VidCon is a 
YouTube conference that was organized in the conference center ExCel in London. The 
event lasted for four days. The first day of the event, the 14th of February, was meant for 
creators and industry members. Viewers were able to attend the event on the next three 
days. The event consisted of panels where the creators talked about different topics, meet-
and-greets with the YouTubers and activities hosted by different advertisers. There were 
also evening shows, where creators entertained the audience in various ways.  
 
Secondly, people who had not necessarily attended the event, but had shown interest in 
YouTube and YouTube personalities on social media were contacted via private messages 
on Twitter or Instagram. These people were found by searching different key terms, such as 
“VidCon”, “VidCon London” and names of creators that had attended the event. The posts 
including these key words were then examined, to figure out if that person had attended the 
event, or had interest in attending. A person was deemed as a relevant subject for this study 
if they had shown interest in YouTube events or YouTubers themselves frequently.  
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There were no demographic requirements for the respondents, but all of the respondents 
happened to be between the ages of 12 and 27. Respondents were asked to provide their 
gender, but in the end, it was not used in the analyzing of data. There were 104 respondents 
in total, while around 200 people were contacted. 
 
People who frequently watch YouTube and show interest in it on social media were chosen 
as the target population of this survey, because the aim was to find people who have a 
sufficient amount of knowledge about advertising on YouTube, and have most likely 
encountered it several times. In addition, this enabled the examination of PSI and 
perceptions of credibility. If the respondents did not follow YouTube creators actively, they 
might not have experienced PSI with the creator or have any perceptions about their 
credibility, which could have caused problems for the data collection. It was also important 
for the respondents to be able to name three creators that they watch to be able to measure 
the concepts mentioned before. The difficulty of analyzing the results would have increased 
significantly, if the respondent was not able to do that. 
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4. DATA ANALYSIS AND FINDINGS 
 
4.1. Demographics 
 
Figure 5. The ages of respondents. The ages of the respondents ranged from 12 to 27, with 
the average age being a little over 18 (M=18.57, SD=2.90).  
 
Figure 6. The nationality of the respondents. The majority of respondents were from the 
United Kingdom, which was expected, since the event that most of the respondents had 
attended took place in London.  
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4.2. Behavior on YouTube 
 
This section will go over the behavior of respondents on YouTube. This includes the 
YouTubers respondents ranked as their favorites, types of videos watched and hours of 
videos watched. These factors are elaborated on in order to get a good understanding of 
the respondents’ background before looking into their relationships with the creators.  
 
 
4.2.1. Favorite creators and types of videos watched 
 
Every respondent had to list three YouTube creators that they enjoy watching the most. In 
total, 172 different YouTubers were listed. The most popular YouTuber that was mentioned 
was PewDiePie, who is also the most subscribed person on YouTube with over 91 million 
subscribers (April 1, 2019). He was mentioned 10 times in the rankings. The full list of 
creators mentioned can be found in Appendix 3.  
 
The respondents were asked to check all of the different types of videos that they watch 
from a list provided. The most popular category was vlogging (n=84), with results presented 
in Figure 7. This is interesting, since it has been found that vlogging is one of the categories 
that enables PSI the most (Ferchaud et al., 2018). Thus, it could be expected that the level 
of PSI experienced by the respondents would be high. However, when asked to provide the 
main category in which the respondent’s favorite YouTuber belongs to, vlogging was chosen 
only 16 times. The most popular category of the respondent’s favorite YouTuber was 
comedy, which was chosen by 45 respondents. 
 
Other popular categories of videos that respondents watch in general included comedy 
(n=81), music (n=73) and lifestyle (n=69). However, when talking about the category a 
respondent’s favorite YouTuber belongs in, music and lifestyle were chosen only 10 times 
in total. After comedy and vlogging, the third most popular category of the respondents’ 
favorite creators was gaming (n=12). The list of all the categories and corresponding 
frequencies are presented in Figures 7 and 8. There was also an option for people to 
suggest categories that they watch but were not listed, which are not displayed in the figures. 
These included, for example, animation (n=3) and commentary (n=7).  
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Figure 7. Types of YouTube videos watched. 
 
Figure 8. The categories in which the respondent’s favorite YouTuber belongs to. 
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4.2.2. Number of Subscriptions and Hours Spent on YouTube 
 
On average, respondents were subscribed to 106 channels in total (SD=98.49). Out of the 
respondents, 65% of respondents were subscribed to 100 channels or less, but over 6% of 
respondents reported to be subscribed to even 300 channels or more (Mdn=85). However, 
when asked to evaluate how many channels they watch weekly, all respondents stated a 
number smaller than 50 (M=12.45, SD=10.40). This shows that even though people can be 
subscribed to multiple channels, it does not mean that they watch them actively. For 
example, even though the highest number of subscriptions was 500, the highest number of 
channels watched weekly was only 50.  
 
This point is even further illustrated when looking into how many channels respondents 
watch daily. Nearly half of the respondents (n=49) watch three channels or less daily. In 
addition, 11.7% of respondents (n=12) reported that they do not watch any YouTubers on a 
daily basis. In fact, the average number of channels watched daily was 4.93 with a standard 
deviation of 5.6, which was significantly lower from the number of channels watched weekly 
(M=12.45, SD=10.40). This was expected, since it is possible to subscribe to as many 
creators as you want, but people are usually focusing on just a few creators that they enjoy 
the most. It could be concluded that even though people can be subscribed to hundreds of 
channels, it does not necessarily mean that they are active followers of many of them on the 
day-to-day basis. 
 
In addition, over 50% (n=54) of respondents reported that they watch their favorite YouTuber 
for less than 3 hours a week. The average respondent watches their favorite creator for 9.23 
hours a week (SD=15.95). These results are affected by the outlier of 100 hours, which 
seems unrealistic and might be an error from the respondent’s side.  However, 8.9% of 
respondents (n=9) reported to watch their favorite YouTuber for over 24 hours a week, which 
is over 3 hours a day. However, it should be noted that this question was only about their 
favorite creator, which means that the overall amount that they watch YouTube can be much 
greater. Only under 5% (n=5) of respondents watch their favorite creator for less than an 
hour a week, which guarantees that in general the respondents have useful knowledge of 
the creator and can respond to the questions about credibility and PSI as realistically as 
possible. This makes the data of this thesis more reliable.  
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4.3. Reliability of Scales 
 
The questionnaire featured five scales; PSI, trustworthiness, engagement, homophily and 
expertise. Items were measured on a scale from 1 to 5, with 1 meaning “strongly disagree” 
and 5 meaning “strongly agree”. The only scales that were not modified were trustworthiness 
and engagement, however, the trustworthiness subscale included an item “Not reliable” that 
needed to be recoded to “Reliable.” The three remaining scales were all modified. In 
addition, the PSI scale included two recoded items; “I feel like I have little understanding of 
them as a person” and “I am not really interested in them.” The reliability of these scales 
was tested to find out if the scale is reliable, despite the modifications. The reliability 
analyses revealed that all of the scales were indeed reliable, and could be used in the rest 
of the data analysis. The scales and the corresponding Cronbach’s Alphas are displayed in 
Table 1.  
 
Scale Items  Cronbach’s Alpha 
 
PSI 
 
▪ They make me feel as if I am with someone 
I know well. 
▪ If they appeared on a TV program, I would 
watch it. 
▪ I see them as a natural down-to-earth 
person. 
▪ If I saw a magazine story about them, I 
would read it. 
▪ I would like to meet them. 
▪ I feel like I understand the emotions they 
experience. 
▪ I find myself thinking about them on a 
regular basis. 
▪ I follow them on different social media sites. 
▪ I like to watch their videos. 
▪ Whenever I do not get news about them, I 
miss it. 
 
,880 
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▪ Learning about them is important to me. 
▪ I have tried to find more information about 
them online. 
▪ I am very aware of the details of their life. 
▪ I feel like I have little understanding of them 
as a person. (Reverse coded) 
▪ I look forward to watching their new videos. 
▪ I am not really interested in them. (Reverse 
coded) 
 
Trustworthiness 
I feel like [q7o1answer] is.. 
▪ Dependable 
▪ Honest 
▪ Not reliable (Reverse coded) 
▪ Sincere 
▪ Trustworthy 
 
,796 
 
Homophily 
[q7o1answer]… 
▪ Thinks like me 
▪ Behaves like me 
▪ Is similar to me 
 
,839 
 
Engagement 
[q7o1answer] is… 
▪ Easy to contact 
▪ Willing to interact like me 
▪ Influenced by me 
▪ Interacting with me frequently 
 
,822 
 
Expertise 
[q7o1answer] is… 
▪ Experienced 
▪ Knowledgeable 
▪ Skilled 
▪ Qualified 
 
,763 
 
Table 1. Reliability analyses. On the basis of the reliability analyses, the items for each scale 
were averaged to form a subscale score from 1 to 5 with higher numbers meaning more of 
the construct – more expertise, more trustworthiness and so on.  
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4.4. Addressing the Research Questions 
 
In this section, the research questions will be discussed, in order to create a base for 
analyzing the main findings of this study in the next section of the paper.  
 
RQ1: What do people think of their favorite creator in terms of credibility? 
 
In general, respondents have deemed their favorite creators relatively credible. The creators 
are seen as highly trustworthy (M=4.4, SD=.58). They are also perceived as having a lot of 
expertise (M=4.28, SD=.55). Judging from the low standard deviations, even though the 
creators mentioned by respondents were different, they agree on the trustworthiness and 
expertise of them. However, homophily (M=3.74, SD=.75) and engagement (M=3.10, 
SD=.97) have sparked different opinions in respondents. This was expected, since for 
example, all creators do not have the chance to engage with their audience in the same 
way. Creators with a small following can interact with their audience a lot, while creators with 
millions of subscribers might not be able to even see all of the comments on their videos.  
  
RQ2: How much PSI do people experience with their favorite creator? 
 
The respondents’ level of PSI experienced is generally high (M=4.16, SD=.55). 
Respondents agreed or strongly agreed with most of the statements, and the median 
response was 5, strongly agree, for 9 out of the 16 statements provided. Thus, it could be 
said that the sample was suitable for this research, at least when considering PSI. The aim 
was to find people who experience PSI with their favorite YouTube creators, so that its 
influence together with perceptions of credibility could be assessed.  
29 
 
 
Figure 9. Mean scores of responses to items on the PSI scale.  
 
RQ3: Do certain video categories generate more PSI than others? 
 
To answer this research question, the file was split by the category in which the respondent’s 
favorite YouTuber belongs to. The categories that were selected most by the respondents 
were chosen, so the file was split three times based on comedy (n=45), vlogging (n=16) and 
gaming (n=12). It was found that there are differences between the categories, however, 
they are not very significant with a sample size this small. The category that generated the 
most PSI was comedy (M=4.23, SD=.56). The two other categories, vlogging (M=4.11, 
SD=.43) and gaming (M=4.09, SD=.70) generated very similar results.  
 
RQ4: Do viewers spend money only on their favorite YouTubers, or do they buy 
products recommended by creators that they do not consider to be in their top 
3? 
 
More people have bought or considered buying products from their favorite creators than 
the second and third most favorite ones. Almost a third of respondents (n=33) reported that 
they have bought products from their favorite creator, while over a third (n=36) said that they 
have considered it. The responses considering the second and third YouTuber were very 
similar among respondents, since 24 people had bought products endorsed by their second 
favorite creator, while 22 had bought products endorsed by their third favorite creator. Again, 
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over a third of respondents (n=38) stated that they have not bought products by the second 
and third favorite creators, but they have thought about it. Thus, it could be concluded that 
viewers buy products mostly from their favorite creator, compared to their second and third 
favorites. 
 
However, over half of the respondents (n=57) have bought products endorsed by other 
YouTubers than the three mentioned. In addition, almost a third of respondents (n=33) have 
considered buying products from someone. Thus, over 87% of respondents have either 
spent their money or thought about spending money on products endorsed by people who 
they do not even consider as their favorites. This could be explained by the fact that some 
people might have more favorites than 3 that they enjoy watching a lot. In addition, 
parasocial interaction and credibility were only measured regarding their favorite YouTuber, 
while in some cases, these two factors can be more relevant when considering people who 
the respondent does not rate as their favorite. 
 
RQ5: Do younger people experience more PSI? 
 
This research question was addressed by conducting a correlation test. It was found that 
there is a statistically significant negative correlation between age and the amount of PSI 
experienced (r=-.312, p=.01), so as age decreases, the amount of PSI experienced 
increases. This suggests that younger viewers are more prone to PSI than older viewers, 
and thus maybe more prone to advertising too. 
 
 
4.5. Main Findings 
 
H1: The more a person watches a certain YouTuber, the stronger they experience 
PSI with them.  
 
This hypothesis was tested by conducting a correlation test between two variables; hours of 
the favorite YouTuber watched weekly and the PSI average scale. The test showed that 
there is a significant correlation between PSI experienced and the hours a respondent 
watches their favorite creator (r=.268, p=.01). This is aligned with previous research, which 
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suggests that there is a connection between exposure and PSI (Ballantine & Martin, 2005; 
Perse & Rubin, 1989). The hypothesis was supported. 
 
H2: When perceived credibility of a YouTuber increases, the stronger the PSI 
between the viewer and the creator grows. 
 
It was found that there is a strong correlation between parasocial interaction experienced 
with a creator and the perceived credibility of them. The strongest relationship was between 
PSI and engagement (r=.503, p=.01). All of the correlations were significant on the .01 level, 
except for the correlation between homophily and expertise. It could be concluded that there 
is a relatively strong correlation between all of the subscales of credibility and PSI, which 
proves Hypothesis 2. The full table of correlations between the scales included in the 
research is presented in Table 2.  
 
Subscale  
Name 
Mean SD 1 2 3 4 5 
1. PSI 4.16 .55 --     
2. Trustworthiness    4.4 .58 .341** --    
3. Homophily 3.74 .75 .496** .427** --   
4. Engagement 3.10 .97 .503** .343** .449** --  
5. Expertise 4.28 .55 .308** .295** .211* .298** -- 
** Correlation is significant at the 0.01 level (2-tailed) 
* Correlation is significant at the 0.05 level (2-tailed) 
 
Table 2. Correlations between PSI and credibility subscales. 
 
H3: If the perceived credibility and PSI levels are high, the purchase intentions of the 
viewer strengthen.  
 
This hypothesis was examined by using a multiple regression with purchase intentions as 
the dependent variable, and PSI and perceptions of credibility as the independent variables. 
The model with PSI and credibility produced R²=.110, F(2, 30) =1.851, p<.175. Neither PSI 
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(β=.116, p=.538) or credibility (β=.269, p=.159) have a statistically significant impact on 
buyer behavior.  
 
When the PSI score increases by one, the money spent increases by 26.08 euros. When 
perceived credibility increases by one unit, the money spent increases by 50.57 euros. 
However, these concepts were measured on a 1 to 5 scale, which means that a change of 
one unit is huge, especially when the mean score of the PSI scale was 4.16, while the mean 
for perceived credibility was 3.92. The lowest mean scores were neither under 2.5, which 
means that all of the respondents’ level of PSI experienced and perceived credibility of their 
favorite creator are placed between the scores of 2.5 and 5. Respondents being quite 
unanimous can explain the changes in buyer behavior.  
 
However, only 11% of changes in buyer behavior can be explained by changes in PSI and 
credibility. Thus, even though people who perceive a YouTuber as credible and experience 
more PSI may spend more money on products endorsed, the change is not explained by 
these two factors.  
 
 Buyer Behavior 
Variable  B SE B β 
PSI 26.083  41.825 .116 
Credibility  50.567  35.026  .269 
R2 .110 
1.851 F 
**p < .01 
*p < .05 
 
Table 3. Summary of linear regression analyses predicting money spent from PSI and 
credibility. 
 
H4: The more parasocial interaction there is between the viewer and the YouTuber, 
the more money is spent by the viewer. 
H5: The more credible a YouTuber is perceived as, the more money is spent by the 
viewer.  
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The variables tested were PSI and money spent on products endorsed by the respondent’s 
favorite YouTuber in the past year. The correlation between the amount of money spent and 
the amount of PSI experienced with the creator was relatively low (r=.219, p=.220). Thus, it 
seems like the level of PSI experienced with the YouTuber does not make the viewer buy 
more products. Hypothesis 4 did not reach statistical significance, but was in the predicted 
direction. 
 
In addition, the correlation was also low between money spent on products endorsed by the 
favorite YouTuber and the perceived credibility of that person (r=.314, p=.076). Hypothesis 
5 did not meet statistical significance either, but was in the predicted direction. 
 
It could be concluded from these two tests that the amount of money spent on products 
endorsed does not strongly correlate with how much the person feels attached to the creator, 
and how credible the viewer thinks that the creator is. However, this could be due to the 
respondents not being a representative sample of the public’s buyer behavior, or buyer 
behavior not being measured sufficiently. 
 
H6: Paths A and B are stronger than paths C and D.  
 
Multiple regression analyses were conducted to explore whether homophily and 
engagement together have a greater impact on buyer behavior than trustworthiness and 
expertise. In addition, one regression with all four predictors was conducted. The 
hypothesis was supported, when examining the R Square in the regression with 
engagement and homophily as predictors (Rsq=13.3%) and R Square in the regression 
with expertise and trustworthiness as predictors (Rsq=4.3%). Although the regression was 
not overall significant, the purpose of the regression was to explore the importance of the 
predictors to buyer behavior via the standardized beta values.  
 
Homophily and engagement were the most important predictors when looking at the 
standardized beta. Homophily itself has the strongest effect on money spent on products 
endorsed by the favorite creator (β=.314). Trustworthiness has the least influence on 
buyer behavior, and it seems to decrease the amount of money spent on products 
endorsed (β=-.068). 
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 Buyer Behavior 
Variable  B SE B β 
Trustworthiness -8.979  26.080 -.068 
Expertise  26.936  35.361  .145 
Homophily  38.763  24.105  .314 
Engagement  12.568  19.420  .128 
R2 .152 
1.258 F 
**p < .01 
*p < .05 
 
Table 4. Summary of linear regression analyses predicting money spent from all subscales. 
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5. DISCUSSION AND CONCLUSIONS 
 
In general, the respondents think that their favorite YouTubers are credible. They were 
especially seen as trustworthy and having a lot of expertise, which was interesting, since 
the category in which most of the favorite creators belong to was comedy. On the other 
hand, the scores of homophily and engagement were lower. Thus, the viewer does not think 
that the YouTuber is very much like them, and they value engagement the least out of the 
four factors of credibility. However, it might be that they would like to interact with their 
favorite YouTubers more, but it is not always possible. In addition, the reason why 
engagement was not seen as a significant factor might stem from the subscale, which might 
not have addressed engagement on YouTube properly. Nevertheless, there was a 
significant correlation between PSI and credibility. The level of PSI experienced by 
respondents was high, as well as the perceptions of credibility. There was a significant 
correlation especially between engagement and PSI. However, there is not as big of a 
correlation between homophily and expertise. It could be that people who feel connected to 
a certain YouTuber are biased and think of them more positively in terms of credibility, but 
perceiving someone as credible could also make it easier to have a connection with them. 
Thus, it could be concluded that PSI and credibility are connected, but it cannot be 
determined which of them affects which.  
 
Some may assume that younger people are more naïve, and thus are more prone to being 
influenced. This assumption was confirmed, since a significant negative correlation was 
found between age and PSI experienced. Thus, it is even more important to study how PSI 
affects buyer behavior, so that younger consumers are aware of how they are being 
influenced. In addition, it was discovered that when the hours that a creator is watched 
increase, the PSI between them and the viewer increases as well. This could be one of the 
reasons why respondents do not only buy products from their top three favorite creators, but 
also from other YouTubers, because sometimes the YouTuber a viewer watches the most 
is not necessarily their favorite.  
 
It was also revealed that out of the three favorite YouTubers of the respondent, they spend 
the most money on products endorsed by their favorite YouTuber. This could be due to 
multiple factors, for example, wanting to support their partnership with the company and 
wanting to engage with them after buying what they have endorsed. For instance, a 
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respondent said that some people might want to buy products endorsed by creators to prove 
their loyalty to them, and to get noticed by the creator. It was also mentioned that buying a 
product endorsed by a YouTuber can make the viewer feel closer to them. In addition, some 
people might want to buy a product just because they like it. Most YouTubers want to work 
with brand that they enjoy, and since the viewers have expressed their perceived similarity 
with the YouTuber, it is very likely that the viewers enjoy the same things as the creator. A 
respondent also stated that another reason for buying products endorsed by creators, 
especially makeup related products, was that the products will be tested by “normal” people 
instead of models. This is a lot more informative, and there is more likely less bias. In 
addition, one respondent suggested that wanting to be similar to the YouTuber can make 
people buy products. For example, people might buy makeup products endorsed by their 
favorite creator to be able to look like them. 
 
When considering the main question, whether PSI and credibility affect buyer behavior of 
viewers, the results are quite surprising. PSI and credibility do not influence buyer behavior 
significantly either together, or separately. Thus, it seems like viewers do not care who has 
endorsed a product. When looking at the subscales of the credibility scale, none of them 
have a statistically significant influence on buyer behavior either. Homophily and 
engagement together are more significant than trustworthiness and expertise together, 
meaning that viewers are more likely to buy creators’ products when they can engage with 
the creator, and are also similar to them. However, expertise affects buyer behavior more 
than engagement or trustworthiness. Thus, it could be concluded that respondents also want 
the YouTuber to really know what they are talking about. In addition, it was found that 
trustworthiness has a negative effect on buyer behavior. This suggests that the more 
trustworthy someone is, the less people spend money on products endorsed by them. 
However, if this is true, it means that it does not matter if a YouTuber is not trustworthy, the 
products endorsed by them will still be bought.  
 
It was pointed out by respondents that there are various other elements that affect whether 
they buy products from YouTubers or not. For example, the availability of products was 
mentioned by a respondent from Finland, who pointed out that they had not bought any 
products endorsed by YouTubers in the past, but they would have if the products endorsed 
were easily available. In addition, another respondent said that they have not purchased 
endorsed products, but they have signed up for free trials on websites that have been 
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advertised. It was also mentioned that other characteristics of the YouTuber than credibility 
affect the viewers’ buyer behavior. For example, it was brought up by a respondent that 
creators who interact with their viewers, stay down-to-earth and try to be understanding have 
more fans “wholeheartedly” purchase the products. In addition, the product itself needs to 
be interesting enough, and should match the creator. Product congruence was also 
mentioned by Marcus Butler as an important factor for the creator. For example, he stated 
that YouTubers often “get called out” for doing “brand deals with a brand that would be like 
why is that person doing that.” It could be concluded that there are a lot of factors contributing 
to the influence of product endorsements by YouTube creators, other than the two concepts 
that have been focused on. 
 
An ethical issue has also emerged from the responses. It was often stated by the 
respondents that YouTube creators might be biased, and might take advantage of their 
audiences. Especially younger consumers can be relatively easy to influence. Thus, 
YouTubers have the responsibility to choose the right brands to work with. Looking at this 
from a creators’ perspective, when Marcus Butler was asked about the amount of brand 
deals a YouTuber should take, he stated: “Of course you can do too much of anything, 
imagine, like where is the authenticity if just every single day there is an advert.” In addition, 
he thinks that some creators might “associate themselves with the wrong types of brands” 
for revenue that they will make from those partnerships. He explains that this could be due 
to the fact that “creators treat their audience like they’re thick, or not very smart.” However, 
viewers are smarter than many YouTubers might think. For example, a respondent stated 
that they always watch multiple reviews, so that they do not trust only one person’s opinion. 
Even though viewers are intelligent, the ethical side of product endorsements on YouTube 
could definitely be studied more. 
 
 
5.1. Limitations 
 
There are several limitations to this study that emerge mostly from the sample and the ways 
in which items were measured.  
 
Buyer behavior might not have been measured effectively enough, or in a way that gives 
enough freedom to the respondent. For example, purchase intentions and buyer behavior 
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could have been measured in other ways than money spent, which could have possibly 
made the results more reliable. For example, some respondents were as young as 12 years 
old, and people that age most likely do not spend their own money on products endorsed 
by YouTubers. In addition, those people might not even know what part of a creator’s video 
is an advert, and when they have been influenced.  
 
Another problem emerged while analyzing data from the open-ended question, which was 
the last question of the survey. The responses showed that some people did not know the 
difference between products endorsed by YouTubers and the creators’ own merchandise. 
This might have led to some people considering merchandise, while some considered 
products that were not the creator’s own products when answering the survey.  
 
A bigger sample would have also been needed to describe the level of PSI experienced by 
viewers, their perceptions of the creator’s credibility and their buyer behavior accurately. It 
seemed like there were a few outliers in the group that had a considerable effect on the 
data, which could have been avoided by having a bigger sample. In addition, the sample of 
this study might not have represented the YouTube community, or it could have represented 
only a small part of it, because there were only around 100 responses.  
 
In addition, a bigger sample consisting of respondents from all around the world would have 
made it possible to look into differences between different regions, for example Europe and 
outside of Europe. For this research, there were only 6 respondents outside of Europe, 
which is most likely due to the conference happening in Europe. The United States and 
Australia have their own VidCon conferences, which might be the reason why viewers from 
those countries do not want to travel to London for VidCon. Other countries outside of 
Europe also host YouTube related events, which might lead to people not wanting to go 
through the trouble of traveling to London. In addition, 54.3% of respondents were from the 
United Kingdom, which means that the whole of Europe would not have been represented 
equally. Thus, having a bigger sample could help compare results not only between Europe 
and outside of Europe, but also between countries in Europe. 
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5.2. Practical Implications for Companies 
 
This research helps companies to identify the right influencers they should choose in order 
to advertise their products successfully. The influencer should be relatable to the viewers, 
and have expertise on the product they are supposed to advertise. This expertise could be 
established by, for example, partnering with influencers who are already somehow linked to 
the company’s products. YouTubers who upload makeup videos should be advertising 
makeup, while gamers should advertise something related to gaming. This product 
congruence and homophily are more important than trustworthiness. In addition, it does not 
really matter if there is PSI between the creator and the viewer, since that does not seem to 
affect buyer behavior significantly. However, it is good to choose influencers who have a 
loyal audience, so that people will buy the products endorsed in order to support their 
favorite creator, or to have a better chance of interacting with them.  
 
One of the most important factors that allows viewers to be influenced by these YouTubers 
is that they are like normal people who just decide to film their life in some form. The 
authenticity is important for both the viewer and the creator, so the creators should be 
allowed to have freedom in the way they endorse products. In addition, viewers might watch 
various videos made by different creators, which is why companies should cooperate with 
more than just one creator to make influencer marketing on YouTube as effective as 
possible. It is also important to make sure that the products are available to the people the 
company is advertising to. For example, a Finnish company that is not delivering products 
to other countries, should not contact American creators to endorse their products. This will 
save time and resources from both the creator, and the company. 
 
 
5.3. Suggestions for Further Research 
 
Further research could be conducted on the effect that PSI and credibility may separately 
have on purchase intentions. This study only explored their effect together, but it would be 
interesting to see whether one of these factors influences buyer behavior more significantly 
than the other. In addition, a similar study could be conducted in the future to find out if a 
bigger sample size would change the results of the survey. The sample could also consist 
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of people from different countries or areas, to see if there are major differences in PSI 
experienced or perceptions of credibility between the respondents.  
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APPENDICES 
 
Appendix 1. Full survey. Some options have been clicked to reveal hidden questions. 
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Appendix 2. Transcription of Interview with Marcus Butler. 
 
Kiira Kiesilä: My question for you is more about the business side of YouTube. I am currently 
working on my thesis that is about influencer marketing on YouTube, so I would like to know 
if you have any opinions on advertising on YouTube or collaborating with brands? How do 
you manage that stuff? Or do you have any other general opinions on this topic? 
 
Marcus Butler: I mean it is a massive topic. Opinions on it in terms of what? Is there any 
more direction with that or just generally influencers working with brands? 
 
KK: Yeah. That’s it. 
 
MB: Well okay. Well I think… I did a panel earlier actually all about building a management 
team and how working with managers can benefit you etc. But brand deals become a thing 
for YouTubers where a lot of people can’t rely on ad revenue. So there is a lot of creators 
out there who create and make amazing content but they don’t receive enough ad revenue 
for it to become like a full time job. So brand deals help people make it a job or bringing that 
more reliable source of income. In terms of running a business, but of course there is 
boundaries with that. If you do too many brand deals or if you associate yourself with the 
wrong types of brands, I mean, if we are going to talk about that we can think about what 
has happened in the YouTube space to Jake Paul and Ricegum and the whole like gambling 
mystery box scandal. It’s that money on the table and they’re just .. Just take that money 
and not really think about the consequences of what they are doing with that. 
 
Matt Bentley-Viney: I find it interesting what you said about doing too many brand deals. 
Why do you think that is like could be a negative thing? 
 
MB: Of course you can do too much of anything, imagine, like where is the authenticity if 
just every single day there’s an advert. You can still be authentic with your brand deals but… 
I said earlier in the panel like I think a lot of creators treat their audience like they’re thick. 
Or not very smart. They often get called out on these things, when you do a brand deal with 
a brand that would be like.. Why is that person doing that. Your audience would call you out 
on it. I think a lot of people don’t realize that their audience are self-aware or aware of those.. 
Of what they are doing. Wow. This got really serious.  
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Appendix 3. All of the YouTubers mentioned by respondents in alphabetical order. 
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